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ABSTRACT
The popularity of social network services (SNS) provides consumers with new channels to obtain information, and the
convenience and diversity of information help consumers reduce the uncertainty and risk in online shopping. However, with
the development of the internet, increasing information is available to consumers, and the information overload of online
reviews (ORs) creates higher requirements for consumer information screening. Therefore, how to quickly and accurately
identify useful information becomes important. There is much literature discussing the usefulness of online word of mouth and
ORs, but these studies generally explore information selection and judgment in the traditional business to consumer
environment and do not specifically explore social shopping in SNS. In addition, the existing results often only consider the
quality factor of ORs and ignore the influence of consumers’ personal choice preferences and the characteristics of OR
publishers on consumer behavior. From this, based on the theory of planned behavior and the online trust model, this paper
determines the relevant factors and frameworks that affect the usefulness of ORs in the SNS environment. We start from the
perspectives of reviewer-related and information-related aspects. Partial least squares structural equation modeling (PLS-SEM)
was used to analyze 237 samples for eight factors: credibility, social distance, evaluation (positive and negative), information
quality (accuracy, timeliness, and integrity), and presentation. This study enriches the theory of OR usefulness in the SNS
environment and provides a reference for the online marketing of enterprises.
Keywords: Online reviews, social network services, consumer behavior, online trust.
INTRODUCTION
According to the 48th Statistical Report on The Development of Communication in China released by the China Internet
Network Information Center, by June 2021, the number of mobile phone netizens in China had reached 1.007 billion, and the
number of users of online videos (including short videos) in China had reached 944 million. All major social media are favored
and widely used by netizens to varying degrees. The number of online shoppers in China has reached 812 million, accounting
for 80.3% of the total number of internet users.
With the development of information and communication technology, social network services (SNS) have undergone
tremendous changes. Taking the tourism industry as an example, consumers can rely on the internet to conveniently choose
different services and spread information related to travel services through social media (Navío-Marco et al., 2018). The rise of
major social platforms has substantially increased the reach of SNS. Online platforms also provide convenience for consumers
to exchange relevant service information. Consumers can search online and make decisions based on the electronic word of
mouth of existing customers (Khwaja et al., 2020). The development of SNS has increased the importance of online reviews
(ORs) while providing consumers with an avenue for sharing consumer experiences. Nowadays, numerous e-commerce
platforms have added online comment features. As a new communication method of word of mouth, ORs’ scope and depth of
influence have multiplied. However, many ORs are published in the online shopping environment, and consumers cannot
process this large amount of information. For consumers, this may cause information overload, increase cognitive costs, and
reduce their decision-making efficiency. A large amount of information poses a challenge to consumers’ information screening.
Information overload brings difficulties to consumers in decision-making and choosing. Consumers are faced with the need to
identify useful ORs (Liu et al., 2021). This paper addresses the following question:
What factors affect the usefulness of ORs in the SNS environment?
In this study, ORs in SNS were defined as consumers’ opinions on companies, products, and shopping experiences posted on
social media such as forums, social networks, blogs, Weibo, and instant-messaging tools. To explore the factors that influence
consumers in the process of identifying useful ORs in the SNS environment, we applied the theory of planned behavior (TPB)
and the online trust model proposed by Cao and Yan (2014). Examining two perspectives—that of the information published
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and that of the review information—and considering the credibility of the reviewer, the social distance between the reviewer
and the reader, the quality of the review information, presentation type, and the consumer’s emotional tendency toward the
review information. In this paper, 237 valid samples obtained by random sampling are analyzed with the help of a partial least
squares structural equation model (PLS-SEM). The results reveal the factors that affect consumers’ perception of the
usefulness of SNS ORs. We compare different factors to identify their relative impacts on the usefulness of SNS ORs and
propose an operating mechanism for consumers to identify and judge the usefulness of ORs. The research results expand the
research on ORs in the SNS environment and can help practitioners formulate more effective online marketing strategies.
The structure of this paper is as follows. First, relevant literature pertaining to ORs, SNS, and information usefulness is
summarized. Then, based on TPB and the online trust model, we propose a research framework for analyzing OR usefulness
and corresponding hypotheses. Furthermore, this study designed a questionnaire based on existing literature to collect data of
different influencing factors to test the usefulness of ORs. Then, with a sample size of 237 respondents, a PLS-SEM was used
to test the hypotheses. Finally, we present the conclusions, their theoretical and practical significance, limitations of this study,
and suggestions for future research.
LITERATURE REVIEW
In 1998, the first successful online transaction marked the formal transformation of Chinese e-commerce from the concept to
the initial application stage. The following year, the internet book spawned the development of the business-to-consumer
model. Although the online shopping industry was negatively impacted by the National Association of Securities Dealers
Automated Quotations at the beginning of 2000, the SARS epidemic in 2003 made more and more people aware of the
convenience of online shopping and its market situation gradually improved. Since then, many online shopping websites, such
as Taobao, Jingdong, eBay, and Paipai, have been successfully launched, and China’s e-commerce has entered a prosperous
era. The COVID-19 epidemic has left people in isolation for a long time, and online shopping has successfully evolved to
become an indispensable part of people’s lives. According to the Statistical Report on the Development of China Internet
released in August 2021, online retail, as a new consumption engine, amount to 6.11 trillion yuan in industry size in the first
half of 2021. From the perspective of absolute value, this data is considerable, but its increase has been only 23.2% from the
same period last year, indicating a slowdown. To improve the situation for online shopping and help it regain vitality, more and
more scholars believe that the answer starts with ORs, which are one of the important sources of product information and
impact on consumers’ online shopping decisions (Vithayathil et al., 2020; Wu & Liao, 2021).
Consumers increasingly use ORs as a reference for their purchase decisions because there are conflicts of interest between ecommerce operators and consumers (Camilleri, 2021). Online reviews based on platforms of third-party agents (TPAs) and
service providers are susceptible to manipulation (Moore & Lafreniere, 2020). In contrast, ORs in the SNS environment can
better reflect the nature of the product and reduce the risk of online shopping caused by unequal information between buyers
and sellers (Du et al., 2019). Second, with the popularity of SNS, the cost for consumers to search for information has
decreased, and the efficiency of obtaining information is constantly rising (Liu & Park, 2015). Studies have shown that product
categories, quality of online reviews, and reviewer characteristics directly influence consumer perception of ORs and indirectly
influence their willingness to buy (Liu & Ji, 2018; Malik & Hussain, 2020). More empirical analysis has found positive and
negative emotions as the most influential affective dimensions (Malik & Hussain, 2017), and even the joy or sadness revealed
in the literal expression of the comments has a notable impact on consumers’ perception of the utility of ORs (Wu & Liao,
2021). ORs are useful in the SNS environment, but there are high cognitive costs associated with the attributes of reviewers
(Liu & Park, 2015): Is the information expressed in comments real and objective? How to judge its validity? Regarding such
issues, Vithayathil et al. (2020) proposed that online reviews are comprehensively influenced by multiple dimensions (social
and emotional dimensions and personal concerns) based on 9,622 consumer reviews of hearing care services. Zhang et al.
(2021) proposed a method based on fine-grained emotion analysis and the Kano model, which extracts consumer demand for
product attributes from online reviews. The author concluded that there is a significant positive correlation between product
sales and the extracted attractiveness and one-dimensional product attributes. Malik and Hussain (2017) examined different
negative styles in electronic word of mouth and found that consumers are more responsive to product evaluation when reviews
contain agreed negation.
The existing results suggest that ORs have become an important source for consumers to obtain evaluation information on
related goods and services and are one of the important means for consumers to control risk (Banerjee et al., 2017). Consumers
tend to use ORs to reduce the uncertainty faced in an e-commerce environment (Naujoks & Benkenstein, 2020). Studies have
shown that ORs have significant effects on consumers’ truest intent and willingness to buy (Park et al., 2021). However,
previous studies have focused on the impact of information quality on information usefulness and rarely comprehensively
discussed the common impact of information reviewers, information quality, and choice preferences of comment readers
during the process of identifying the usefulness of the information. Furthermore, specific mechanisms by which consumers
identify useful information from SNS have not been identified. Therefore, this study tries to understand the degrees to which
various factors affect the usefulness of ORs in the SNS environment from the three perspectives of information reviewers,
readers, and comment information.
THEORETICAL FOUNDATION AND HYPOTHESES DEVELOPMENT
Theoretical Foundation
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Many factors influence behavior indirectly through behavioral intent, which in turn is influenced by three related factors: one is
the individual’s attitude, that is, the degree of preference for some behavior; the second is subjective norms, that is, the social
pressure felt for performing some behavior; and the third is perceptual, behavioral control, which reflects the individual’s
experience and expectations (Ajzen, 1991). When consumers consider conducting an activity, behavioral intention is the most
appropriate way to evaluate whether they act and how they act. In addition, the trust framework suggests that personal
consumer attitudes, ORs, and TPAs are the three main factors affecting behavioral intent in an online environment. When
consumers show more positive emotions, ORs contain more positive comments on the product, and TPAs express a more
supportive attitude, the greater the consumer trust tendency, and vice versa.
According to the combination of TPB and the trust framework model proposed by Cao and Yan (2014), ORs in the SNS
environment is an important influencing factor for consumers engaging in online shopping. ORs affect consumer behavior and
decisions through three aspects: publishers, readers, and their characteristics. ORs are influenced through the credibility of the
reviewer and the relationship between the reviewer and the reader, and their characteristics indicate their accuracy, integrity,
timeliness, expression, and positive/negative comment information that the reader senses from the ORs.
Research Framework and Hypothesis
Generally speaking, ORs in SNS do not exist independently in the online shopping environment. They have two distinct
aspects: reviewer-related and information-related. Given these two sides, this study argues that the factors determining the
usefulness of ORs in the SNS environment are divided into two main categories: the information quality perceived by the
reviewers and the consumers. Specifically, reviewers’ factors include their own credibility and the strength or weakness of
their relationship with information recipients, and consumers’ perception of information quality is influenced by both the
impact of positive/negative comment information on consumers and the quality of the information itself, as shown in Figure 1.

Source: This study.
Figure 1: Theoretical research framework.
Despite a large number of literature reviews on the usefulness of comments, few have considered the characteristics of
reviewers alongside the quality of the information in the context of SNS. According to the theory of emotional coherence, the
personal characteristics of information reviewers will have positive or negative effects on the effectiveness of the review
information (Adaval, 2001). Plotkina and Munzel (2016) investigated the interplay between reviewers’ expertise and the
usefulness of review information and found that positive expert reviews seemed to improve recipients’ purchase intention more
effectively than peer consumer reviews, and negative consumer reviews were more likely to reduce recipients’ intention than
negative expert reviews. Commenters with many followers are considered key opinion leaders on a platform and have a large
influence on the behavior of their followers. Stamolampros et al. (2019) were the first to explore the influence of reviewers’
cultural characteristics on their online review behavior. For example, there was a positive correlation between online ratings
and textual testimonials provided for travel and hotels. Bigne et al. (2021) empirical results show that reviewer expertise
significantly moderates the relationship between reviewer length and reviewer reliability, and experienced reviewers provide
more persuasive reviews. Therefore, in this study, we use the characteristics of raters as a model of the impact of rating
characteristics on rating usefulness, under the following assumption: online ratings provided in tourism and hospitality and
their textual testimonials indicate a positive correlation.
H1. The credibility of commenters has a positive impact on consumers' judgment of the usefulness of ORs in SNS.
Social distance is the degree to which individuals perceive a lack of intimacy with individuals who differ in race, race, religion,
occupation, or other variables (Park et al., 2021; Park, 1924). Huang et al. (2021) and Liberman and Trope (2014) mentioned
that social distance describes an individual’s emotional closeness in society and reflects the similarity and familiarity between
the self and others. With the continuous development of SNS, users may have different reactions and evaluations to individuals
with different relationship strengths with them. Some scholars have pointed out that social distance will affect consumers’
psychological belonging to social media platforms, thus affecting their participation behaviors (Kwon, 2020). Specifically,
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according to the empirical research results of Huang et al. (2021), based on 315 online ride-hailing users, social distance has
both direct and indirect effects on consumption intention: the greater the social distance, the lower is the cooperative
consumption intention. Moreover, when the perceived social distance of consumers is small, the influence of subjective norms
and perceived behavioral control on collaborative consumption intention is weakened. Social distance in different consumer
groups, product categories, sales, and marketing is different between the sellers; however, the existing analyses do not consier
the dynamic effects in the psychological distance, social distance, and influence of the relationship between levels. Analysis of
the influence of social distance on consumer purchase intentions and mechanisms of its action is still relatively lacking.
Therefore, we believe that social distance (relationship strength) between readers and reviewers should also be taken into
consideration when exploring the effectiveness of online reviews. Therefore, we propose the following hypothesis.
H2. Social distance (relationship strength) between reviewers and readers has a positive impact on consumers' judgment of
the usefulness of ORs in SNS.
Positive ORs are positive evaluation and recognition of product quality, packaging, experience, after-sales service, and other
content. Negative ORs have negative information about some or all of these aspects. OR credibility relies on members’
screening preferences for positive and negative information. Some consumers think that the emotional bias of positive reviews
is more practical for their understanding of the product (Guo et al., 2020), whereas other consumers prefer to pay more
attention to negative information and commit more screening and thinking about negative information (Unkelbach et al., 2020),
especially high-risk aversion travelers who usually focus on negative ORs when making online purchases of travel products
(Casaló et al., 2015). It is unknown if contradictory opinions are more thought-provoking and better for understanding.
Readers’ choice preferences for information can accurately convey relevant product information to them and increase the
effectiveness of ORs in the SNS environment. Further research on the impact of consumer cognitive preferences for positive
and negative evaluation on the effectiveness of OR in SNS is needed. Therefore, we propose the following hypothesis.
H3.1. Positive evaluation perceived by consumers will have positive effects on their judgment of the usefulness of ORs in
SNS.
H3.2. Negative evaluation perceived by consumers will have a positive effect on their judgment of the usefulness of ORs in
SNS.
Information credibility means the consumers’ perception of ORs in the SNS environment. Information quality is one of the key
factors affecting information credibility (Cheng et al., 2021). Accurate content, complete expression, and current and practical
quality-related information can effectively improve the chances of OR adoption in SNS environments (Jiang et al., 2021), but
high-quality information is generally not easily obtainable. ORs in the SNS environment is usually not objective; they contain
the subjective impression of consumers due to personal bias or limitations. When commenting on a product, consumers may
exaggerate their consumer experience in trying to achieve the purpose of discrediting or flattering the product (Kapoor et al.,
2021). What this exaggerated subjective impression conveys—whether anger and negative emotions of fear or positive feelings
of pride and surprise—indirectly affects consumer perception of the effectiveness of ORs (Chen & Farn, 2020). If consumers
are induced by inaccurate comment information, it will seriously affect their online shopping experience and reduce their trust
in the effectiveness of ORs in the SNS environment. Moreover, some merchants deliberately withhold negative reviews to hide
the shortcomings of their products. This unethical behavior invalidates the integrity of the comment information and
significantly affects consumers’ judgment of the effectiveness of ORs in the SNS environment. In addition, ORs’ timeliness
illustrates the extent to which comment information is synchronized with product sales. Influenced by dynamic demand,
consumers are not necessarily interested in what they liked a year ago. Thus, compared to reviewing past products, information
that comments on the latest products per user preferences is a better reference (Yuan et al., 2019), which can enhance
consumer perceptions of the effectiveness of ORs in the SNS environment. Considering the above theory and previous analysis,
this article posits that the positive role of information quality on the effectiveness of ORs is worth discussing. Accuracy,
integrity, and timeliness are considered as the three criteria for OR quality evaluation, thus leading to the following hypothesis.
H4.1. The accuracy of comment information has a positive impact on consumers’ judgment of the effectiveness of ORs in
SNS.
H4.2. The integrity of the comment information has a positive impact on consumers’ judgment of the effectiveness of ORs in
SNS.
H4.3. The timeliness of comment information has positive effects on consumers’ judgment of the effectiveness of ORs in SNS.
Online reviews can be presented in a variety of forms, such as text, images, graphic combinations, and short videos. Manganari
and Dimara (2017) argued that image content enhances the diagnostic nature of online reviews because it conveys emotion,
increases vividness, and strongly resonates with both users and reviewers. Different presentation forms have different effects
on the transmission of the usefulness of comment information. Nazlan et al. (2018) investigated the association between
comment form (text and images) and meal intention and menu item selection. Their results showed that text comments
generated higher visit intentions, and images increased the likelihood of selecting a positive review menu item. This result
demonstrates that the presentation form of comment information has an impact on online comments in social networks. Filieri
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et al. (2021) studied the influence of verbal and visual comment cues on consumers’ intention and behavior based on the dual
coding theory and concluded that popularity heuristics, presentation visual heuristics, and user-generated images influence
tourists’ willingness and decision to visit destinations and attractions. With the further development of network services, online
reviews are presented in various forms. Therefore, we hypothesize the following:
H5. The presentation form of comment information has a positive impact on consumers’ judgment of the usefulness of ORs
in SNS.
RESEARCH METHODOLOGY
The design of the questionnaire in this study passes the reliability and validity tests published in many studies. In addition to
the basic information of the respondents, the other question items are measured by a seven-point Likert scale; the values are
labeled from 1 to 7. The questionnaires were distributed online, mainly through the Qualtrics questionnaire survey tool. A total
of 311 questionnaires were collected, and 237 valid questionnaires were obtained after eliminating problems such as short
answer time and answers that were too centralized.
We used a PLS-SEM because it imposes only a small number of restrictions on experimental data. PLS has a good
interpretation ability even for small samples (Chin & Newsted, 1999). In addition, PLS does not require normal distribution of
data (Chin et al., 2003). Therefore, this study adopted this method to evaluate the research model and test the hypotheses.
The demographic characteristics of survey participants are shown in Table 1. In terms of age structure, 73 percent of
respondents fell into the 18 to 29 age range. In terms of gender, the ratio of male to female was about 1:1. About 91% of
respondents had a college degree or higher.
Table 1: Demographic profile of respondents (N=237).
Measure
Category
N
Percent
Male
105
44%
Gender
Female
132
56%
18-29
177
75%
Age
30-39
48
20%
Over 40
12
5%
High School or Less
21
9%
College
139
59%
Education
Bachelor’s Degree
43
18%
Post Graduate Degree
34
14%
Source: This study.
RESEARCH RESULTS
Measurement Model
In this study, the reliability of the scale was evaluated mainly through internal consistency. The internal consistency was tested
by composite reliability (CR) and Cronbach’s coefficient α (CCA). In our exploratory study, a CR value above 0.7 and a CCA
value above 0.6 were required (Fornell & Larcker, 1981). It can be seen from Table 2 that the CR and CCA of all covariates
meet the requirements, which indicates that the measurement model has good reliability.
Generally speaking, only when the factor loading of all factors is greater than 0.5 can the latent variables be reasonably
explained (Chin et al., 2003). It can be seen from Table 3 that all factor loads in this study meet the requirements of structural
validity. In addition, the PLS model’s convergent validity and the difference between validity are based primarily on the
average variation extraction (AVE). AVE is required to be greater than 0.5, and the square root of the AVE value is required to
be greater than other latent variable correlation coefficients (see Table 2 and Table 4) (Chin & Newsted, 1999; Fornell &
Larcker, 1981). Our data met these conditions, showing that there was a good linear equivalent relationship between the latent
variables. The measured variables can explain the covariate well.
Table 2: Descriptive statistics for the constructs.
Constructs
Items
CCA
CR
Helpfulness (Help)
4
0.972
0.979
Credibility (Cred)
3
0.988
0.991
Social Distance (Dist)
3
0.986
0.990
Positive (Posi)
3
0.941
0.936
Negative (Nega)
3
0.965
0.978
Accuracy (Accu)
3
0.993
0.995
Time-Based (Time)
3
0.991
0.994
Integrity (Inte)
3
0.978
0.915
Presentation (Pres)
2
0.973
0.982

AVE
0.922
0.975
0.972
0.831
0.935
0.986
0.982
0.985
0.924
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Source: This study.
Table 3: Factor loadings and cross-loadings.
Help
Cred
Dist
Posi
Nega
Accu
Help.1
0.964
0.056
0.344
-0.006
0.438
0.693
Help.2
0.967
0.063
0.361
-0.039
0.455
0.676
Help.3
0.957
0.057
0.328
-0.016
0.424
0.669
Help.4
0.953
0.028
0.352
-0.041
0.426
0.682
Cred.1
0.046
0.988
0.335
-0.136
0.365
-0.411
Cred.2
0.067
0.991
0.347
-0.133
0.379
-0.400
Cred.3
0.029
0.982
0.334
-0.117
0.352
-0.432
Dist.1
0.356
0.341
0.987
-0.174
0.881
0.043
Dist.2
0.341
0.333
0.984
-0.173
0.863
0.024
Dist.3
0.368
0.344
0.986
-0.163
0.869
0.048
Posi.1
-0.011
-0.119
-0.180
0.911
-0.315
0.165
Posi.2
-0.028
-0.147
-0.168
0.988
-0.318
0.141
Posi.3
0.004
-0.210
-0.193
0.829
-0.331
0.200
Nega.1
0.451
0.372
0.264
-0.317
0.969
0.159
Nega.2
0.436
0.335
0.241
-0.286
0.963
0.179
Nega.3
0.429
0.375
0.258
-0.330
0.969
0.152
Accu.1
0.306
-0.411
0.036
0.140
0.167
0.994
Accu.2
0.305
-0.402
0.040
0.151
0.161
0.992
Accu.3
0.399
-0.423
0.041
0.139
0.174
0.993
Time.1
-0.152
0.199
0.050
0.281
0.026
-0.033
Time.2
-0.129
0.201
0.057
0.270
0.042
-0.018
Time.3
-0.157
0.194
0.051
0.268
0.023
-0.035
Inte.1
0.046
0.088
0.335
-0.136
0.365
-0.211
Inte.2
0.029
0.082
0.334
-0.117
0.352
-0.232
Inte.3
0.041
0.033
0.384
-0.173
0.363
0.024
Pres.1
-0.028
-0.147
-0.168
0.188
-0.318
0.141
Pres.2
0.068
0.344
0.286
-0.163
0.369
0.048
a. Bold number indicate item loading on the assigned constructs.
Source: This study.

Time
-0.154
-0.137
-0.135
-0.143
0.184
0.210
0.191
0.067
0.039
0.050
0.265
0.270
0.248
0.012
0.032
0.043
-0.041
-0.020
-0.026
0.994
0.988
0.992
0.184
0.191
0.039
0.170
0.050

Inte
0.305
0.323
0.297
0.305
0.497
0.503
0.493
0.146
0.182
0.142
-0.183
-0.187
-0.222
0.046
0.023
0.038
-0.065
-0.060
-0.064
0.070
0.080
0.070
0.997
0.993
0.982
-0.187
0.142

Table 4: Discriminant validity of constructs – correlations between constructs.
Help
Cred
Dist
Posi
Nega
Accu
Time
Inte
Help
0.960
Cred
0.053
0.987
Dist
0.361
0.344
0.986
Posi
-0.027
-0.132
-0.172
0.912
Nega
0.354
0.373
0.284
-0.321
0.967
Accu
0.308
-0.415
0.039
0.144
0.168
0.993
Time
-0.148
0.200
0.053
0.276
0.030
-0.030
0.991
Inte
0.321
0.505
0.170
-0.184
0.364
-0.063
0.073
0.896
Pres
0.365
0.350
0.085
-0.234
0.380
0.037
0.029
0.242
b. Boldface values on the diagonal are the square root of the AVE.
Source: This study.

Pres
0.347
0.366
0.327
0.363
0.338
0.354
0.341
0.060
0.053
0.097
-0.233
-0.229
-0.234
0.159
0.133
0.160
0.034
0.038
0.038
0.027
0.032
0.029
0.338
0.341
0.353
0.929
0.997

Pres

0.924

Source: This study.
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Figure 2: The path coefficient of the research model.
Structural Model
In this study, bootstrapping in SmartPLS 3.3.3 was used to test the t-values’ significance of the path coefficient. The results are
shown in Figure 5. Six of the eight hypotheses presented in this paper passed the significance test. The empirical results show
that the credibility of reviewers, intimate relationship between reviewers and readers, accuracy, completeness, timeliness,
expression form, and negative evaluation of review information are the main factors that affect consumers’ judgment of
information usefulness. In addition, the path coefficient reflects the influence of different latent variables on consumers’ truest
intentions. The results show that negative evaluation has the strongest influence on consumers’ recognition of useful
information. The influence degree of completeness, timeliness, credibility and social distance on information usefulness
decreases in turn.
The prediction ability of the model in this study was evaluated by the coefficient of determination (R 2) (Chin et al., 2003). The
larger the value of R2, the stronger is the ability of the measured variables to explain the changes in the latent variables.
Usually, R2 of 0.25–0.5 is considered to indicate weak explanatory power of a model, and moderate explanatory power is
indicated by a value in the range of 0.5–0.75 (Chin et al., 2003). In this study, the degree of explanation of consumer trust
intention to the model is 72.9%, which indicates that the explanatory ability of the model meets the moderate explanatory
power threshold.
DISCUSSION AND IMPLICATIONS
Summary of the Findings
This study discusses two factors related to ORs: the credibility of the reviewers and reviewers’ affinity–disaffinity relationship
with readers. Table 5 shows that critics of the professional degree are higher, the more by recognition and the closer the social
distance between readers and critics will make his comments play a positive role, which is consistent with our conjecture.
Table 5: Results of hypothesis testing.
Hypothesis
The credibility of commenters has a positive impact on consumers' judgment
1
of the usefulness of ORs in SNS.
Social distance (relationship strength) between reviewers and readers has a
2
positive impact on consumers' judgment of the usefulness of ORs in SNS.
Positive evaluation perceived by consumers will have positive effects on
3.1
their judgment of the usefulness of ORs in SNS.
Negative evaluation perceived by consumers will have a positive effect on
3.2
their judgment of the usefulness of ORs in SNS.
The accuracy of comment information has a positive impact on consumers’
4.1
judgment of the effectiveness of ORs in SNS.
The integrity of the comment information has a positive impact on
4.2
consumers’ judgment of the effectiveness of ORs in SNS.
The timeliness of comment information has positive effects on consumers’
4.3
judgment of the effectiveness of ORs in SNS.
The presentation form of comment information has a positive impact on
5
consumers’ judgment of the usefulness of ORs in SNS.
Source: This study.
No.

Result
Yes
Yes
No
Yes
No
Yes
No
Yes

The results indicate that negative evaluation has the relatively strongest impact on consumers’ identification of useful
information, whereas positive evaluation is not significant for consumers to judge the usefulness of ORs in SNS. Consumers’
ability to handle information is limited. To obtain effective content from substantial amounts of information and help
themselves make judgments, consumers will tend to ignore many positive comments and choose a smaller number of negative
comments to read to understand the problems of the product and reduce the risk involved in product selection. In interviews
with consumers, we found that the significance of negative comments would be amplified when the number of negative
comments is very small, but consumers are alert to positive comments and focus more on the quality and source of ORs when
reading.
In further analysis of the impact of comment quality on OR usefulness, the positive effects of information completeness and
accuracy were confirmed, but timeliness was not found to be significant. ORs are a valuable resource and have great
significance for consumers to understand the true situation of a product. The integrity of ORs does not mean complete absolute
information, but the logical integrity that reviewers show in giving product feedback. Specifically, complete ORs should not
just be default positive or bad reviews but answer the question, “Why do I think the product works well?” “In which situations
does it work?” Only ORs that fully describe the reason and applicable scenarios have a positive impact on consumers for
judging the usefulness of ORs in SNS. The accuracy of ORs relates to the proximity of the ORs with respect to consumer
feedback and the actual truth of the product. More and more businesses will engage in shuadan (“order brushing”) and other
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dishonest behavior to cheat consumers with fake ORs or mislead them toward buying products. This severely reduces the
accuracy of ORs and has a huge negative impact on consumers with respect to their judgment of the usefulness of ORs in SNS.
In further investigations, we found that the impact of timeliness is not significant because consumers would selectively view
reviews for different time periods and construct panoramic information about a product or service retroactively to reduce
decision-making risk.
As can be seen from Table 5, different presentation forms have different effects on the transmission of the usefulness of
comment information, among which the mode with pictures and text is more convincing, and the emerging short video mode
also has certain positive effects on the transmission of the usefulness of comment information.
Implications
This study took online retail as an example and explored the usefulness of ORs in SNS. The research results enrich the theories
that are related to consumer behavior in e-commerce. Many studies have explored factors that influence consumer cognition,
but studies on how consumers can fully identify and judge the usefulness of ORs in the SNS environment are few. This study
attempts to fill this gap and specifies the factors that consumers use to judge the usefulness of ORs in the SNS environment
and the way and structural framework that these factors affect consumers.
The results of this study can help consumers quickly find useful ORs to reduce risk and improve efficiency in an informationoverloaded SNS environment. For enterprises, this study can help them better understand consumer choice preferences and the
processing mechanism of ORs in SNS. Enterprises can maintain and enhance ORs by improving reviewers’ credibility and
enhancing OR quality. By showing consumers valuable comment information, extending the time that potential consumers
spend in browsing pages, and improving the content of ORs, the enterprise can grow and form good customer relationships.
Limitations and Future Research
This paper analyzed the factors influencing the use of ORs in SNS. Due to limited time resources and the restrictions imposed
by choice of the research methods, the research results have certain limitations. First, the larger the sample size, the smaller is
the representative error of its statistical estimator and the more convincing it is for the illustration of the results. The sample
size of this data was 237, and although this quantity meets the PLS-SEM requirement for the sample number (Chin &
Newsted, 1999; Fornell & Larcker, 1981), a larger sample size would have a more positive effect on the error. Second,
comment information from empirical studies may alter consumer judgments of the usefulness of ORs in the SNS environment
due to factors such as the category of reviewed products and cultural level and personal characteristics of reviewers and readers,
especially as the negative comments given by rural consumers and urban consumers are quite different. Therefore, in future
studies, the urban and rural geographical attributes of reviewers and readers should be considered.
CONCLUSIONS
In the context of e-commerce, online consumer reviews, which can reduce consumer uncertainty, are increasingly favored by
consumers. Studies have pointed out that consumers face the challenge of identifying valuable ORs amid information overload,
and it is important for consumers to identify useful online consumer reviews. With the continuous development of SNS, more
and more enterprises use social media to close their distance from consumers. Consumers widely use SNS as the release and
dissemination channel of OR information. Faced with this new situation, how to identify and judge useful SNS-based ORs is
an urgent problem to be solved. With this goal in mind, based on the TPB and the online trust model and by reviewing the
literature, this study summarized eight factors that can influence ORs’ utility to consumers in a social environment, namely
credibility, social distance, evaluation (positive and negative), information quality (accuracy, timeliness, integrity), and
presentation. To verify the research framework and hypotheses proposed in this paper, 237 valid data samples were obtained
by random sampling. In this study, Smart PLS analysis was used to determine the factors influencing the helpfulness degree of
ORs based on SNS. The results showed that in addition to positive evaluation and timeliness, six other factors significantly
affected consumers’ judgment of the effectiveness of ORs. In addition, accuracy played a leading role in consumers’
recognition of useful information. Through the analysis of ORs in a social network environment, this study reveals the
determinants of the helpfulness of ORs and explains their mechanism of action.
This study overcomes the limitations of static environments in the field of information reception and explores the effectiveness
of real-time dynamic information that is associated with social media, especially live broadcasting platforms. Based on
previous academic and industrial views on the quality of information, this study takes into consideration reviewers’ trust, the
social distance between reviewers and readers, and readers’ preference for heterogeneous screening of review information, thus
enriching and expanding relevant theories on the validity of review information. It provides theoretical support for consumers
to effectively identify review information and merchants to use review information to help sales.
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